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Abstract. Effective communication may be sufficient under normal conditions, but in chaos 
conditions strategic communication is required. There has been cases of unsuccessful 
management during times of sudden huge problems due to the use of wrong 
communication behaviors. This work presents together an example and the requisites of a 
successful a strategic communicator in chaotic conditions. The study begins with examples 
of mismanagement behaviors in strategic communication. It establishes a link between 
chaos management and strategic communication. A successful example on this topic is 
drawn from an analysis done on the strategic communication behaviors of the vice 
president of Coca-Cola Company Shay Drohan considering his ability in the use of 
strategic communication in handling chaotic situations.  
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1. Introduction 
t is very difficult for businesses that cause damage to the social and global 
dimensions to seek ways in correcting their mistakes by trying to defend their 
images and defining who they actually are. In order to make up for the 
reputation lost, intensive communication activities carried out in Ogoniland 
(Corby, 2011), by Shell in different fields were not enough (Kaygısız & Dinç, 
2011). After the catastrophic disaster in the Gulf of Mexico in 2010, BP CEO Tony 
Hayward made great gaffes (e.g. The Gulf of Mexico is a very big ocean. The 
amount of volume of oil and dispersant we are putting into it is tiny in relation to 
the total water volume). Due to this, the job of Hayward was terminated ("I'd have 
sacked BP boss", (2010), June 9, "BP's Tony Hayward", (2010), July 26). A sports 
manager could not reduce the chaos he faced in his early days; this led to his 
contradictory statements and polemics (Latif & Uçkun, 2014). The sport manager 
was able to serve for six months (TFF, 2012). 
Chaos or complexity is the tendency of a system to turn into different situations 
in a short time. Chaotic conditions and level of chaos are important to the manager. 
Confusion and difficulty could be faced by a manager, who has never come across 
these sudden chaos conditions and finding solutıons to them. In coincidental and 
unexpected situations, foresight, calmness and interventive skills (Latif & Uçkun, 
2014), a broad perspective and creativity (Hermann, 1996) are important qualities. 
In relation with chaos considerations, during conditions where uncertainty, 
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unpredictability, and coincidence are high, is important to be a chaos manager 
(Marion & Uhl-Bien 2001). 
The more complex the problem, the more complicated the communication 
efforts must be. Global managers (Saner, & Yiu, 2003) have characterized business 
diplomats instead of global managers.] with diplomatic style, tactfulness, 
behavioral intelligence, strategic communication skills, attempt to find solutions to 
problems and to contribute to sustainability. Global managers, with strong local 
involvement, seek to influence the community at the local and global level through 
forums, conferences and media. 
Strategic communication is regarded a matter of importance in areas of national 
interest such as defense and security. Goldman's (2007) likens communication to a 
strategic weapon used in overpowering alliances and deterring an enemy. 
According to him, strategic communication is a strategy that influences attitudes 
and behaviors; listening, understanding and drawing attention process are both 
vocal and actions. Communication activities are a strategy, not designed for a 
specific audience, but designed for comprehensive and diverse masses. It is a 
strategy used when communication activities are continuous rather than 
intermittent. Communication is strategic when it is not sender-centered, but 
receiver-centered, or a strategy customized for the recipient 
In a growing chaotic world, businesses use strategic communication in order to 
reach their goals (Hallahan, et al., 2012). Since the 1980s, communication has been 
regarded a function of strategic management, a management tool and a force. From 
the view of managers, strategic communication and communication strategy, has 
been considered as a strategic and a competitive tool, and as a tool used in 
correcting the image and realization of the mission of businesses (Pélage, 2004; 
Cassette & Verhas, 1998). 
According to Kellermann (1992) unlike an automatic communication, strategic 
communication is planned on the basis of a conscious and an in-depth thought. 
Strategic communication has a critical role in chaos management; it can either 
reduce or increase chaos. According to Ray (1999), in the event of a chaos, 
strategic communication helps businesses to keep confident and to minimize 
losses. 
Effective communication is a fundamental issue, however strategic 
communication becomes a leading and supportive factor in sustainability 
initiatives. In the designing of a strategic communication, the creation of a 
persuasive model and its reiterate are important tools.  Attention should be paid to 
the design and scope of the message in strategic communication, (Allen, 2016). 
Strategic communication management evaluates the effectiveness of messages by 
the use of strategic approaches. Strategic communication highlights the differences 
of the business and emphasizes the answer to the question "why should you choose 
us?” 
 
2. Research Methods 
This research study looks at strategic communication and strategic 
communication skills in chaos management. A real case study has been used in his 
regard. The case was derived from a statement by Coca-Cola Company vice-
president which was published in a newspaper (Ertürk, 2012). "A carbonated 
beverage in a day doesn’t cause any harm" there are so many reasons this headline 
caption was chosen as a case study and its contents analyzed. First, this case study 
highlights the importance of strategic communication skills in terms of 
management. Second, this case study is original; thus, with its analysis and its 
results, it gives top managers a guide in the rise of similar cases. Third; in training 
of prospective managers this case study can be used as an academic course. 
The aim of the research is to examine whether Coca-Cola is harmful or 
harmless and not to give an opinion to this topic. The aim; is to present the 
strategic communication skills demonstrated by the co-president of the Coca-Cola 
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Company in chaos management. Also at this point let’s not overlook this truth; 
which is acknowledgement of the scientists who made clear the harmfulness of 
sugary and sugar sweetened, carbonated beverages (Hu, 2013; Willett, 2009; Malik 
et al., 2010; Kleiman & Popkin, 2012; Palmer et al., 2008). 
In this research, a case study which seeks to give an academic message in an 
unusual, interesting, attractive and a story telling form was considered. In the 
study, with the questions of (what happened) descriptive and (how and why it 
happened) explanatory were asked to elaborate on the depth of the case. 
Regarding document selection and sampling, the remarks of Weber (1990) and 
Mayring (2000) were taken into account. There is only one written document on 
this case; which is, a published message in a newspaper. This message has been 
read and the story retrieved from there. Then, content analysis was carried out. 
Remarks were made based on explicit (written) content and also a likelihood of 
hidden (unwritten) content (Krippendorff, 2004). After identifying the statements 
to be analyzed, the content of the case was analyzed using the key expression 
context, word and/or frequency of expression usage, relationship and proximity 
analysis techniques. 
 
3. The Story of the Case  
"A carbonated drink in a day causes no harm" was the newspaper caption of the 
case (Ertürk, 2012) and the sub-caption read, “Drinking a carbonated drink in a day 
causes no harm. All things should be consumed reasonably, the perceptions of 
harmfulness of carbonated drinks evaluated by Shay Drohan" 
In his talk on “Creating Shared Value Through Shared Values" at the brand 
Conference in Swissotel The Bosphorus held on December 13, 2012, the Coca-
Cola Company Senior Vice President, Sparkling Brands Shay Drohan says: I have 
a president who expects from me 1 billion bottles sales a day, and even more the 
following day. I work with a Turkish CEO with high expectations. I could not have 
asked for a better boss. Working with Muhtar Kent is a very good experience. A 
person who constantly sets new targets ahead. We are very lucky in this regard. 
Regarding a question asked on his perceptions on the harmfulness of carbonated 
drinks, Drohan made this evaluations: Drinking a carbonated drink in a day causes 
no harm. All things should be consumed reasonably. Following this reply, Drohan 
was directed to ask the question: Is there any harm in drinking excessively? Drohan 
replied as follows: We have not yet reached this level of consumption. People have 
to pay attention to what they eat and drink, and everything that goes into our body 
should be of a balance. 
Another issue that Drohan touched on was the Turkish market: Our activities in 
Turkey has approached 50 years. We consider Turkey as a benchmark when 
comparing markets. In order to get our ideas across we can use Turkey as a pilot or 
leading market. It's a great market for trying new things. İn Turkey, a more serious 
growth can be achieved. I have two important reasons to believe in the Turkish 
market. There will be an increase in the population and the economy will grow. 
Turkish consumers love and believe in our brand. There are good opportunities for 
Coca-Cola in Turkey. Light and Zero succeeded here; we do not want to distract 
ourselves with other products. 
 
4. Content Analysis of the Case and Interpretation 
Shay Drohan, Vice President of The Coca-Cola Companyis the only actor in the 
case studied. The fact is Dorhans’ evaluations on perception of carbonated 
beverages as harmful. This case has a very obvious, unusual and interesting aspect; 
which is the need for an illustrative case in defense of a harmful perceived product. 
It is not easy to explain and defend the product by business executives who 
produce and sell such products. It’s very difficult to erase and correct the negative 
perceptions imbedded in the minds of people about the product. It is even more 
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difficult to transform these negative perceptions into positive ones. Managers at all 
times face questions regarding the product being harmfully perceived. 
When we take a look at the story of the case, Drohan who made evaluations on 
carbonated beverages perceived as a harmful beverage pointed out that, "Drinking 
a carbonated drink in a day causes no harm. All things should be consumed 
reasonably". In relation to the question of whether more excessive consumption 
was harmful or not, Drohan replied "We have not yet reached this level of 
consumption. People have to pay attention to what they eat and drink, and 
everything that goes into our body should be in a balance”. 
The expressions "useful" or "harmful" is not seen in Drohans’ statements. 
Rather the expression "reasonable amount" is seen. It is not made clear whether 
"once in a day" is the reasonable amount. "Once a day" is a key phrase. This phrase 
appears 3 times in the case story, "not harmful"  appears trice, "carbonated 
beverage" trice, "reasonable amount" twice, "Coca-Cola" once, "Turkey" six times, 
“Selling 1 billion bottles every day " once. 
Drohan didn’t say, "Two drinks a day is harmful", “after all many harmful 
things are being eaten and drunk".  He would have made an error if he said this. Is 
there no desire to want to drink twice a day? Undoubtedly there is. This level of 
consumption is the level of consumption desired from the view of Drohan. 
Assuming that this level of consumption has been reached, is Drohan saying 
“Don’t drink the second, stay off"? No! 
It is understood that there is a closeness between "one fizzy (carbonated) drink 
per day" and "selling 1 billion bottles every day" key expressions, and that the first 
one gives support to the second one. In the meantime, if we consider the expression 
"carbonated beverage" rather than the expression "Coca-Cola" we can come up 
with this clarification that was not made by Drohan: Among peoples’ preferable 
beverages, is Coca-Cola. Thus in the worlds data of carbonated beverages in 
countries where carbonated drinks are mostly consumed, Coca-Cola is indicated 
the highest consumed (Countries with the Highest, n.d.). In Turkey, in the 
consumption of soft drinks Coca-Cola is the leading company (Soft drinks in 
Turkey, 2017). 
Drohan believes in  Coca-Cola. According to Drohan, when people decide to 
have a soft drink, in most cases its Coca-Cola. This will be enough for Coca Cola 
to reach its goal. More than 200 countries around the world consume more than 1.9 
billion serving of beverages of Coca-Cola Company every day (How many drinks, 
n.d.). 
The phrases, “Drinking a carbonated drink in a day causes no harm”, "All things 
should be consumed reasonably. People have to pay attention to what they eat and 
drink, and everything that goes into our body should be in a balance” can be 
likened to the drug or health related products use advices. Therefore, we can say 
that people will create a prescription effect and this can be said to increase the 
buying behaviour.  
In recent years there has been an increase in the sales volume and revenue of 
Coca-Cola in Turkey though its small; there has been a decline in sales volume and 
revenue in the Middle Eastern countries (CCI, 2016). According to Drohan, Turkey 
is a model country and has a base location. The ideas must first be implemented 
here, and then taken across the Middle East countries by encouraging them. 
 
5. Conclusion 
Beyond ordinary discourses about a product, the case examined looks at a 
special communication process. In 2016, Coca-Cola became the world's fourth 
most valuable brand (The World's Most", n.d.), and of soft drinks in the world, it 
became first (Leading most valuable", n.d.). Cola-Cola tops the most prefered soft 
drinks. However, there is a prevailing perception that, it is harmful. İt can be said 
that, among the people with this perception are people who take plesure in drinking 
Coca-Cola. Coca-Cola Company executives on one hand strive to reach their  
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growth targets, on the other hand, they are trying to overcome the  obstacles to 
growth by transforming the negative perceptions of their products to positive ones. 
The vice president of Coca-Cola Company Drohan, sets out an extraordinary 
example in this course. 
The questions on the harmfulness of Coca-Cola directed at Drohan can be 
regarded as a complexity or chaos. Drohan has encountered this complex 
communication process a couple of times. He is experienced. This complexity is an 
anticipated situation from his perspective. He is a manager who knows that a small 
mistakenly uttered word can screw up many things and lead to income losses. He 
has been able to prove his ability in standing up to the threshold of chaos by 
responding to the questions posed to him in a balanced, consistent and resolute 
manner. Drohan demonstrated how a strategic communicator should be. 
Drohan,in the various countries like Turkey faces questions about the 
harmfulness of Coca-Cola.  Perhaps this tops the most asked questions. Drohan is 
not a communicator, but a strategist; he is a manager who demonstrates the ability 
in establishing a link between strategy and communication that is required of all 
top managers. He is very responsive to questions and complaints coming to the 
corporate communication unit and have the ability to transform and evaluate them 
into a strategic information. Persuading and convincing, is a strategicaly aimed 
psychological struggle that has not yet been achieved by the managers of Coca-
Cola. Drohan is someone who knows the prevalence of the perceptions that Coca-
Cola is harmful, but at the same time he is a global manager who knows that these 





Allen, M. (2016). Strategic Communication for Sustainable Organizations: Theory and Practice. 
Springer.  
BP’s Tony Hayward: the gaffes. (2010, July 26). [Retrieved from].   
Cassette, M.-N., & Verhas, M. (1998). La communication stratégique aux prises avec ses images. 
Communication et Organisation, 14, 1-9. [Retrieved from].   
CCI, (2016). Barclays Global Consumer Staples Conference. [Retrieved from].  
Coca Cola Journey, (n.d.). How many drinks does The Coca-Cola Company sell worldwide each day? 
[Retrieved from].  
Corby, E. (2011). Ogoni people struggle with Shell Oil, Nigeria, 1990-1995. [Retrieved from].  
Countries With The Highest Levels of Soft Drink Consumption (n.d.). [Retrieved from]. 
Ertürk, M.Ö. (2012). Günde sadece bir gazlı içeceğin zararı olmaz. Shay Drohan ile röportaj, Sözcü, 
14 Aralık. 
Goldman, E. (2007). Strategic Communication: A Tool for Asymmetric Warfare. Small Wars Journal. 
[Retrieved from].   
Hallahan, K., Holthausen, D., Van Ruler, B., Vercic, D., & Sriramesh, K. (2012). Defining strategic 
communication. International Journal of Strategic Communication, 1(1), 3–35. doi. 
10.1080/15531180701285244 
Herreid, C.F. (2007). Start with a Story: The Case Study Method of Teaching College Science, USA: 
NSTA press. 
Herreid, C.F. (1997/98). What makes a good case?, Journal of College Science Teaching, 27(3), 163-
165. 
Herrmann, N. (1996). The Whole Brain Business Book. USA: McGraw-Hill. 
Hu, F.B. (2013). Resolved: there is sufficient scientific evidence thatdecreasing sugar-sweetened 
beverage consumptionwill reduce the prevalence of obesity and obesity-related diseases. Obesity 
Reviews, 14(8), 606–619. doi. 10.1111/obr.12040 
Kaygısız, Ü., & Dinç, M. (2011). Küresel şirketlerde yeni bir yetkinlik alanı olarak işletme 
diplomasisi yönetimi: Shell, Mampf Foods ve Coca-Cola vakaları. Süleyman Demirel 
Üniversitesi Sosyal Bilimler Enstitüsü Dergisi, 2(14), 141-166. 
Kellermann, K. (1992). Communication: Inherently strategic and primarily automatic. 
Communication Monographs, 59(3), 288–300. doi. 10.1080/03637759209376270 
Kleiman, S., & Popkin, B. (2012). Drinking to our health: canbeverage companies cut calories while 
maintaining profits? Obesity Reviews, 13(3), 258–274. doi. 10.1111/j.1467-789X.2011.00949.x 
Krippendorff, K. (2004). Content Analysis: An Introduction to its Methodology, Sage publications. 
Latif, H., & Uçkun, C.G. (2014). First 90 days of a sports manager: Chaos, Living two months as two 
years and regret. International Journal of Economics, Commerce and Management, 2(11), 1-25. 
Journal of Social and Administrative Sciences 
JSAS, 4(2), H. Latif, & T. Elmas, p.193-198. 
198 
Statista, (2016). Leading most valuable soft drink brands worldwide in 2016, based on brand value (in 
million U.S. dollars). [Retrieved from].   
MailOnline, (2010). I’d have sacked BP boss, fumes Obama as backlash against oil giant turns ugly. 
[Retrieved from].  
Malik, V.S., Popkin, B.M., Bray, G.A., Després, J.P., Willett, W.C., & Hu, F.B. (2010). Sugar-
sweetened beverages and risk of metabolic syndrome and type 2 diabetes a meta-analysis. 
Diabetes Care, 33(11), 2477-2483. doi. 10.2337/dc10-1079 
Mayring, P. (2000). Qualitative Content Analysis, [Retrieved from].  
Palmer, J.R., Boggs, D.A., Krishnan, S., Hu, F.B., Singer, M., & Rosenberg, L. (2008). Sugar-
sweetened beverages and incidence of type 2 diabetes mellitus in African American women. 
Archives of Internal Medicine, 168(14), 1487-1492. doi. 10.1001/archinte.168.14.1487 
Pélage, M.T. (2004). La communication au service du management stratégique. QUADERNI, 54(1), 
55–64. doi. 10.3406/quad.2004.1612 
Ray, S. J. (1999). Strategic Communication in Crisis Management: Lessons from the Airline Industry. 
USA: Greenwood Publshing. 
Saner, R., & Yiu, L. (2003). International Economic Diplomacy: Mutations in Post-modern Times. 
[Retrieved from]. 
Soft Drinks in Turkey. (2017). [Retrieved from].  
TFF. (2012). Mehmet Ali Aydınlar’dan açıklama. [Retrieved from].  
The World's Most Valuable Brands. (n.d.). [Retrieved from].   
Veli, O. (2012). Hoşgör Köftecisi içinde Baharın Ettikleri. İstanbul: Yapı Kredi Yayınları. 
Weber, R.P. (1990). Basic Content Analysis, SAGE Publications. 
Willett, W. (2009). Time to focus on healthier beverages. [Retrieved from].   
Yin, R. K. (2006). Case study methods. in J.L. Green, G. Camilli, & P.B. Elmore (Eds.),  Handbook 


































Copyright for this article is retained by the author(s), with first publication rights granted to 
the journal. This is an open-access article distributed under the terms and conditions of the 
Creative Commons Attribution license (http://creativecommons.org/licenses/by-nc/4.0). 
 
